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At present, the luxury goods consumer group in China is becoming increasingly 
larger. Inside the group, younger ones and potential consumers are taking important 
parts, and their lifestyles are attracting more and more attentions. The emerging and 
thriving social media, such as Weibo , provide a new and viable angle and channel to 
study this group.  In this paper,  Weibo is used as a platform to do research on the 
daily lives of the research objects, to display their lifestyles and to conduct cluster 
analysis based on the observations. 
The research took the means of both quantitative and qualitative :First, 
descriptive analysis together with K-means cluster analysis were adopted after 
collecting the whole 195 users’message. Moreover，this research adopted AIO Scale 
to collect the 21 users’ data to find out the consumers’ lifestyle.In the part of 
frequency data, quantitative content analysis and non-parametric tests had been 
conducted to complete and support the result of cluster Analysis.While in the part of 
symbol data, log analysis and qualitative content analysis had been 
conducted.Finally，samples were restored  separatly in one paragraph on the means 
of case analysis. 
In the descriptive analysis, studies discovered the following things: female 
consumers still take a major part in China’s luxury goods consumers. The numbers of 
luxuries  consumers in Beijing, Shanghai and Guangzhou are significantly higher that 
those of other provinces in China. The research objects are mostly single.They pay 
close attention to knowledge and information about career, and their jobs are 
knowledge based. They believe in constellations, they are fond of deserts and they 
like to go to Starbucks. They dislike doing sport, however. Unlike people in European 
countries and the United States, who tend to spend their holidays travel with families 
or just take a period of time off, Consumers or potential consumers of 
Luxuries in China tend to spend money on things that they can show off. A large part 
of the group mentioned above is still in the preliminary stage of enjoyment. Hong 















buy expensive products or ask their friends to buy for them. Most of them like using 
the front cameras of mobile phones to take photos of themselves, however, they tend 
to think negatively about their own characteristics compared with their looks.  They 
also hold negative opinions on social and political events such as food security, rising 
petroleum price, environmental contamination and corruption. On the opposite side, 
they pay large amount of attention to products and tend to give positive comments 
most of the time. 
In the parts of cluster analysis and non-parametric tests, samples were divided 
into five different types: the Blog Charmers (the Weibo users who attract fans with 
only a few blogs), the Fashion Contactors (the Weibo users who can make frequent 
contact with fashion information, the Friends Type (the Weibo users who make 
frequent interaction with their friends on Weibo,especially girl-friends), the Fashion 
Learners (the Weibo users who tend to study fashion information via Weibo posts) 
and the “Fowarders”(the Weibo users who forwards a lot they see on blog.  The 
Blog Charmers and the Fashion Contactors take up about 95.4% of the samples, and 
they are the two biggest clusters. These five types represent very large consumers and 
potential consumers group in China, and demonstrate strikingly different lifestyles. 
In this research, the AIO framework was released from questionnaire or in-depth 
interview for the first time, and a coding table was formed, which is suitable for 
content analysis. Based on these, subjective explanation and discussion were made to 
the Weibo contents of the research objects, which is another creative point of this 
paper. Conclusion of the research can provide a brand new method of defining target 
consumers. It helps the marketing department of fashion brands to understand their 
consumers and potential consumers, so that the brands can get closer to their 
followers and establish connection with them on social media on behalf of Weibo.   KEY WORDS：Consumers or potential consumers of Luxuries;  Lifestyle;  
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第一章   绪 论 
1.1 研究背景 
中国奢侈品行业在 21 世纪到来的前十年里以 20%以上的速度保持增长，即
使在经济危机发生的 2008 年和 2009 年也一直如此。英国咨询公司 OC&C 估计，















据中国品牌策略协会（China Association of Branding Strategy)称，中
国有 1.75 亿消费者有能力购买各种品牌的奢侈品，占总人口的 13.5%，其中有
1000 万——1300 万人是活跃的奢侈品购买者，选购的产品主要包括手表、皮
包、化装品、时装和珠宝等个人饰品。摩根士丹利公司的统计称，中国奢侈品
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表 1：新、旧奢侈品的对比   新奢侈品 旧奢侈品 
影响 情感介入 寥寥无几 
支付能力 支付得起 独一无二 
价格 质优价高 售价昂贵 
质量 大众工艺 手工制作 
社会基础 受价值驱动者 高高在上者 
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